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Abstract 
The study of service quality remains a critical issue as businesses strive to maintain a comparative 
advantage in the marketplace. This study both synthesizes and builds on the efforts to 
conceptualise the effects of service quality on customers' behavioural intentions and current 
consumption behaviours. Specifically, this study refined a scale for measuring service quality 
dimensions in banking industry, and explored its relationship with customers' purchasing 
behaviours. Two types of marketing segmentations (Socioeconoimc-based and Lifecycle-based) 
were also used to study the impacts of marketing segmentation on the relationship between service 
quality dimensions and customers' behaviours. Structural Equation Modelling (SEM) and 
Multi-Sample Analysis (MSA) were performed to examine the goodness-of-fit of a theoretical 
model. The results of an empirical study of five hundred and three customers suggest that six 
dimensions of service quality can be identified in Hong Kong banking industry: image, 
innovativeness, staff attitudes, pricing, convenience and communication. A significant positive 
impact of service quality on current consumption behaviours in banking industry was also found, 
which show a further step in the study of service quality. Customer segments yield statistically 
different satisfaction scores, which verify the managerial value of customer segmentation practices. 
Recommendations of effective marketing strategies are provided. Additionally, future research on 
other segmentation variables, such as psychographics, lifestyles and benefit segmentation is 
suggested? 










Service Quality and Behavioral Consequences iv 
Table of Contents 
ACKNOWLEDGEMENT • 
ABSTRACT 
M 胃 Ill 
TABLE OF CONTENTS IV 
LIST OF FIGURES VI 
CHAPTER 1: INTRODUCTION 1 
Service Quality and Customer Satisfaction 2 
The Disconfirmation Gap Model of Service Quality 2 
Service Quality Dimensions for the Banking Industry 4 
Service Loyalty and other Behavioral Intentions of Service Quality 7 
Past Studies of Customers' Loyalty on Service Quality 7 
Future Behavioral Intentions 8 
Current consumption Behaviors 10 
Linking Service Loyalty with Service Quality 1 1 
Limitations of Past Studies 12 
The Proposed Model of Service Quality and Behavioral Consequences 12 
The Effects of Market Segmentation on the Relationship Between 15 
Service Quality and Behavioral Consequences 15 
Literature Review of the Moderator Effects on the Linkage Between Service Quality and 
Behaviors 
The Power of Market Segmentation 16 
Segmenting the Banking Industry 17 
The Impact of Market Segmentation on Service Quality and Behavioral Consequences 18 
CHAPTER 2: METHOD 21 
Participants 21 
Procedure 21 
Survey Instrument 23 
CHAPTER 3: RESULTS 25 
Descriptive Analysis 25 
Confirmatory Factor Analysis 29 
Evaluation of the Structural Model 
Service Quality and Behavioral Consequences v 
Multi-Sample Analysis 32 
CHAPTER 4: DISCUSSION 36 
The Global Picture 37 
Structural Relationships of Different Market Segments 38 
The Effective Way to Tailor-Make Marketing Strategy 39 
REFERENCES 43 
APPENDIX I: QUESTIONNAIRE 48 
APPENDIX II: ENGLISH TRANSLATION OF QUESTIONNAIRE 54 
Service Quality and Behavioral Consequences vi 
List of Figures 
Figure 1. Simplified version of the Gap Model 3 
Figure 2. The Proposed Hierarchical Structure for Banking Service Quality Dimensions 5 
Figure 3. The Proposed Two-Factor Model of Customers' Behavioral Consequences 11 
Figure 4. Proposed Model of Service Quality and Customers' Loyalty Behaviors 14 
Figure 5, Measurement Model in Current Study 30 
Figure 6. Structural Model in Current Study 31 
Figure 7. Structural Model of Different Socioeconomic Groups 34 
Figure 8. Structural Model of Different Lifecycle Groups 35 
Service Quality and Behavioral Consequences 1 
Chapter 1: Introduction 
The delivery of quality service has been an essential strategic component for firms attempting 
to succeed and survive in today's fierce competitive economy (e.g., Parasuraman, Zeithaml, & 
Berry, 1986; Cronin, Brady & Hult’ 2000). Many marketing studies have shown that companies 
offering superior service achieve "higher-than-normal" market share growth and enjoy a more 
premium price (e.g., Buzzell & Gale, 1987). As a result, the study of service quality, service value, 
and satisfaction issues has dominated the service literature. During the 1980s, the major focus was 
the identification of service quality dimensions and the development of measures of service quality 
(e.g., SERVQUAL by Parasuraman et al.，1985，1988). To date, the literature on service marketing 
has advanced to a level of considerable sophistication, such as development (Dabholkar, Thorpe & 
Rentz, 1996), as well as validation and reassessment of service quality dimensions and satisfaction 
model (Cronin & Taylor, 1992; Hennig-Thurau & Klee, 1997). However, the relationship between 
the evaluation of service quality and loyalty behavior has remained relatively underdeveloped, 
despite the fact that customer loyalty is essential for service business survival (Athanassopoulos, 
Gounaris & Stathakopoulos, 2001). 
While customer satisfaction researchers have shifted their focus to loyalty behaviors in a 
service quality model (Cronin & Taylor，1992), there are numbers of factors that limit an in-depth 
understanding of customer loyalty in services. Whether there is a direct relationship between 
service quality and behavioral intentions remains unclear. For example, Zeithaml, Berry and 
Parasuraman (1996) and Bloemer, Ruyter and Wetzels (1999) reported such a relationship, but 
Cronin and Taylor (1992) failed to find one. It seems that the linkage between service quality and 
behavioral intention is neither straightforward nor simple. There are probably moderators masking 
this relationship. However, research on the impact of moderators is limited in the current 
marketing service literature. 
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Thus, the purpose of this thesis was to examine the relationship between service quality and 
its behavioral consequences, and to develop a satisfaction model for the banking industry. This 
thesis is organized in five sections. First, I start by defining the concepts of service quality and its 
relationship with satisfaction. Customers' future behavioral intentions after their evaluations of 
service quality are also discussed. Second, the impact of market segmentation as a moderator of the 
relationship between service quality and customers' loyalty is discussed. Third, the method 
employed in the empirical study is presented. Fourth, the results of the study are presented. Finally, 
general discussion and research implications are explicated. 
Service Quality and Customer Satisfaction 
As defined by Zeithaml (1987), perceived quality is the consumer's judgment about an 
entity's overall excellence or superiority. It is a form of attitude (Strandvik & Liljander, 1995), 
related but not equivalent to satisfaction (Hennig-Thurau & Klee，1997)，and results from a 
comparison of expectation with perceptions of performance (Parasuraman et al, 1988). 
Research on the relationship between service quality and profits has begun to accumulate, as 
it relates to financial performance (Buzzell & Gale, 1987), customer satisfaction (Spreng, 
MacKenzie & Olshavsky，1995)，customer retention (Mittal & Kamakura, 2001), and customer 
switching behavior (Athanassopoulos, 2000). This recognition for the important role that service 
quality plays in business has ignited a lively and heated debate with respect to the definition and 
measurement of service quality (e.g., Parasuraman et al, 1985, 1988; Cronin & Taylor, 1992; 
Asubonteng, McCleary & Swan, 1996). 
The Disconfirmation Gap Model of Service Quality 
Parasuraman et al (1985, 1988) tried to operationalize consumers' attitudes toward service 
quality by the SERVQUAL instrument, which was developed based on the so-called "gap model" 
(Figure 1). They defined customers' evaluation of service quality as the gap between expectation 
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and perceptions of service performance. Expectations are defined as desires or wants of consumers, 
i.e., what they feel a service provider should offer, whereas perceptions are defined as consumers' 
perceptions of the performance of a service provider. The expectations from consumers are leamt 
through several aspects, such as word-of-mouth communication, personal needs and their own past 
experiences. Consumers will be satisfied with the service only when the performance of the service 
provider confirms with their expectations. 
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Figure 1. Simplified version of the Gap Model 
The SERVQUAL instrument assumes that service quality is a multidimensional concept with 
five key dimensions: reliability, responsiveness, empathy, tangibles and assurance. Though this 
scale seems to be useful in measuring customer satisfaction on service quality, it has also been 
widely criticized. For example, Asubonteng et al (1996), based on a critical review of 18 service 
quality empirical studies, reached the conclusion that the underlying SERVQUAL dimensions are 
likely to be industry specific. Also, Lam and Woo (1997) questioned the reliability of the 
SERVQUAL and found that the performance items of the scale are subject to instability even in a 
one-week test-retest interval. Furthermore, some researchers failed to confirm the 5-factor 
structure of service quality (e.g., Avkiran, 1994; Cronin & Taylor, 1992). Therefore, some 
researchers have doubted the utility and appropriateness of this disconfirmation paradigm, and 
questioned whether or not customers routinely assess service quality in terms of expectation and 
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perception (e.g., Cronin & Taylor, 1992). Quality is treated as a holistic evaluation of the service 
without any direct reference to one's expectation or concrete buying episodes. Thus, there is a 
common conclusion that the criteria customers use to evaluate service quality are complex and 
difficult to determine precisely. How many attributes should be included and in what way to assess 
customer's perception of service quality remains a major debate. 
Service Quality Dimensions for the Banking Industry 
An examination of the service literature offers little to support a theory-based factor structure 
of banking service quality. The service literature focuses on applying the SERVQUAL in 
measuring service quality, but it does not provide a strong support to the factor structure posited by 
Parasuraman et al (1988). For example, in a study on customer evaluations of banking, Spreng and 
Singh (1993) performed a confirmatory factor analysis of SERVQUAL and found a poor fit of 
discriminant validity between responsiveness and assurance. They noted that although 
modification indices were high, there was no clear indication for ways to improve the model fit. It 
seems that the SERVQUAL dimensions should be adjusted, or re-designed, according to the 
specific industry in measuring service quality. Akviran (1994) adopted tailor-made constructs of 
service quality that applied to the retail banking industry based on the predetermined facets of 
service quality from the SERVQUAL. He identified four key dimensions that are specific to the 
banking industry - staff conduct, credibility, communication, and access to teller services. 
Blanchard and Galloway (1994) also developed a 31-item instrument for assessing quality in retail 
banking, emphasizing its congruence with known constructs of quality measurement. On the other 
hand, bank-specific research by Laroshe, Rosenblatt and Manning (1986) reveal speed service, 
convenient location, staff competence, and bank friendliness as important determinants of 
customer satisfaction. 
Different scales provided different dimensions of service quality for the banking industry. Yet 
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there is no comprehensive scale that includes all the essential dimensions of service quality. Given 
the lack of a theory-based factor structure from the service literature and the fact that SERVQUAL 
has not been supported or successfully adapted to banking, it was deemed necessary to conduct 
further research to gain an understanding of the dimensions of banking service quality. 
Furthermore, with the technological advancement, some of the existing scales seem to be out of 
dated. There is a need to re-examine the service quality dimensions of banking industry. 
Combining the past research findings, I propose that banking service quality has a hierarchical 
factor structure (Figure 2). 
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Figure 2. The Proposed Hierarchical Structure for Banking Service Quality Dimensions 
Based on the findings of Akviran (1994) and Athanassopoulos (2000), I propose that six 
dimensions—staff service, corporate image, communication, convenience, innovativeness, and 
pricing—are central to service quality. They are distinct but highly correlated constructs. The first 
dimension is staff service. It can be defined as the responsiveness, courtesy, knowledge and 
presentation of branch staff that will project a professional image to the customers. It is similar to 
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the SERVQUAL dimensions of assurance and empathy, but it focused on the personal interaction 
between staff and consumers. 
The second dimension is corporate image. Corporate image can be described as the capability 
of the bank in maintaining staff-customer trust by establishing a good branch network, rectifying 
mistakes, and keeping customer informed. This dimension was not covered in the SERVQUAL, 
but past research findings indicated that it is important for consumers in choosing their bank 
services (Akviran, 1994). The third dimension is communication. This dimension stresses on the 
capability of the bank in fulfilling needs of customers by successfully communicating financial 
advice and serving timely notices. The fourth dimension is convenience. With the technological 
advancement, the service variety provided by banks is not limited to teller service, but also 
included other channels like ATMs, Internet banking, and phone banking. Therefore, this 
dimension focuses on the ability of bank in providing the service that can be accessed anytime, 
anywhere by the customers. 
The fifth dimension is innovativeness. Again, the SERVQUAL does not cover this dimension. 
It measures the ability of the bank in designing and delivering new products (e.g., credit card) and 
new service (e.g., Internet banking), which can fulfill the special needs of customers. My proposed 
last dimension is the pricing of the bank. Pricing can be defined as the charges made by the bank 
(e.g., interest on loans and commission charged), and interest on deposits offered by the bank. 
It can be seen that service quality for retail banking industry is a multi-dimensional construct. 
Therefore, the first aim of this research is to identify the facets of service quality in retail banking 
industry. 
HI : Service quality for retail banking industry is a multi-dimensional construct, which 
includes staff service, corporate image, communication, convenience, innovativeness, 
and pricing. 
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Service Loyalty and other Behavioral Intentions of Service Quality 
Another major goal of marketers is the study of behavioral consequences after customers' 
evaluation of service quality. Many studies showed that loyal customers provide the basis for a 
stable and growing market share and can be a major intangible asset reflected in the purchase price 
of a company (e.g., Buzzell & Gale, 1987). According to the famous 20/80 rule, more than 80% of 
the revenue is thought to come from the top 20% loyal customers. 
Some researchers (e.g., Rust & Zahorik, 1993) therefore make the distinction between 
offensive and defensive marketing policies. Offensive marketing actions refer to capturing new 
customers by investing in service quality, whereas defensive marketing actions refer to retaining 
existing customers. There are hundreds of arguments emphasizing the superiority of defensive 
marketing strategies over the offensive marketing strategies. One of the major reasons is that 
capturing a new customer is very expensive. Also, customers who remain with a company for a 
period of years because they are pleased with the service are more likely to buy additional services 
and spread favorable word-of-mouth communication. Therefore, the determinants of loyalty are 
the major concern of many firms, as well as researchers. One of the key determinants is quality 
service (Bloemer et al, 1998; Rust & Zahorik, 1993; Spreng et al, 1995). 
Past Studies of Customers' Loyalty on Service Quality 
In the past decade, loyalty studies were conducted with object-specific loyalty (Schiffman & 
Kanuk, 1997), such as product-related or brand loyalty, whereas loyalty toward service 
organizations and the services that provided by these organizations have remained 
under-researched. In a service context, loyalty is frequently defined as observed behavior 
(Bloemer et al, 1999). However, behavioral measures, such as repeat purchasing, have been 
criticized for a lack of a conceptual basis and for having an outcome-focused view of process. In 
fact, many service customers remain with companies even though they are dissatisfied with them 
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just because they have no alternatives. In this sense, the behavioral approach may not yield a 
comprehensive insight into the underlying reasons for loyalty. 
Recent research in loyalty behavior has shown that consumer's disposition in terms of 
preferences or intentions plays an important role in determining loyalty. For example, Cronin and 
Taylor (1992) tried to capture the potential behaviors, but they focused solely on purchase 
intentions and measured the construct with only a single-item scale. Parasuraman et al (1988) 
found a positive and significant relationship between customers' perceptions of service quality and 
their willingness to recommend the company. Athanassopoulos et al (2001) also developed a 
similar scale with three major dimensions: word-of-mouth communications, intentions to switch, 
and decision to switch. It has been argued that customer loyalty behaviors can also be approached 
as an attitudinal construct. 
Future Behavioral Intentions 
Zeithaml et al (1996) proposed a comprehensive model of that captures both behavioral and 
attitudinal aspects of loyalty behavioral intentions of service quality. In this model, they proposed 
that customers' behavioral consequences could be categorized into favorable behavioral intentions 
and unfavorable behavioral intentions. Favorable behavioral intentions include "praise the firm", 
"express preference for the company over others", "increase the volume of their purchases", and 
"agreeably pay a price premium" (Zeithaml et al, 1996). Unfavorable behavioral intentions include 
"different types of complaining" (e.g., complaining to friends or external agencies), 
"contemplation of switching to competitors", and "decrease in the amount of business with the 
company" (Zeithaml et al, 1996). Specifically, when customers' service quality assessments are 
high, their behavioral intentions will be favorable; when service quality assessments are low, the 
customers' behavioral intentions will be unfavorable. Behavioral intentions can be viewed as 
indicators that signal whether customers will remain with or defect from the company. 
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Such categorization was supported by Bloemer et al (1999) and Athanassopoulos et al (2000). 
Bloemer et al (1999) examined the relationship between customers' perceived service quality and 
customers' behavioral intentions with the measurement developed by Zeithaml et al (1996). They 
found that service loyalty is a multi-dimensional construct consisting of four dimensions: 
"word-of-mouth", “purchase intention", "price sensitivity" (favorable behavioral intentions), and 
"complaining behavior" (unfavorable intentions). Athanassopoulos et al (2001) also reported 
service quality is positively associated with favorable behavioral intentions (e.g., recommend the 
company to others), and negatively associated with unfavorable behavioral intentions (e.g., 
propensity to switch). 
In assessing the relationship between service quality and behavioral intentions, the behavioral 
intention measurement developed by Zeithaml et al (1996) will be used for two reasons. First, this 
is the only scale of customer behavioral consequences of perceived service quality that has been 
validated by other researchers, with acceptable reliability (the range of reliability from .60 to .91; 
Bloemer et al, 1999). Second, whether this scale is cross-culturally and cross-industrially 
applicable is still remained unclear. Therefore, this is clearly a topic that merits replication and 
possibly extension. 
Zeithaml et al's (1996) behavioral intentions battery consists of four dimensions. The first 
dimension is positive word-of-mouth communication. This is a favorable behavior that will be 
done by customers when they perceive that the service quality is good. This behavioral response is 
an indicative of customers' decisions to remain with the firm. The second dimension is repurchase 
intentions. It can be defined as the intentions of customers to consider the company the first choice 
to buy, and do more/less business with the company. It is also a favorable behavior toward service 
quality. The third dimension is price sensitivity. When customers are loyal to the company, they are 
more willing to pay a higher price (Athanassopoulos et al, 2001) and have a higher tolerance of 
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price premium (Zeithaml et al, 1996). Research indicated that loyal customers are highly 
committed to the service providers so that they will remain with service providers even there are 
some cheaper alternatives (Bloemer & Kasper, 1995). The last dimension is complaining behaviors. 
Apart from word-of mouth, customers may also verbally respond to the service quality by making 
complaints to the company. Based on Hirshman's (1970) famous exit, voice and loyalty responses 
of customers' behaviors, it seems that voice and exit are positively correlated, and often occur 
together. 
Current consumption Behaviors 
I introduce a new dimension, the current usage of service. The scale developed by Zeithaml et 
al (1996) measured only customers' future behavioral intentions, leaving the actual consumption 
behaviors unattended. As suggested by Festinger (1957), our attitudes change because we are 
motivated to maintain consistency among our cognition. His "cognitive dissonance theory" 
assumes that people feel tension when two simultaneously accessible thoughts or beliefs are 
psychologically inconsistent. In this case, people often adjust their thinking in order to justify their 
behaviors. So it is important to investigate the influences of customers' current consumption 
behaviors on the relationship between service quality dimensions and future behavioral intention. 
The scale used in current study is not included in any one of the existing scales. In fact, all the 
studies mentioned above measured only customers' behavioral intentions and these intentions are 
incomplete proxy for current consumption behaviors. Since perceived service quality and intention 
measures are normally obtained through the same questionnaire, the data are inherently correlated. 
This may lead to an overestimation of the strength of the relationship between perceived service 
quality and behavioral intentions. Also, previous research in the area of customer loyalty showed 
that the predictive validity of intention measures is rather low (Bloemer et al, 1999; Zeithaml et al, 
1996). Therefore, many researchers suggested that the scale should be supplemented by actual 
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behavioral measures in order to develop a composite index of service loyalty. 
I propose that customers' behavioral consequence is also a multi-dimensional construct. 
Similar to the service quality, there is also a hierarchical factor structure for customers' behavioral 
consequence (Figure 3). So to identify the facets of behavioral consequences, especially in the 
retail banking industry, will be another major aim of this study. 
H2: Customers' behavioral consequence is a multi-dimensional construct that includes 
word-of-mouth communication, purchase intentions, price sensitivity, complaining 
behaviors, and current usage of service. 
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Figure 3. The Proposed Two-Factor Model of Customers' Behavioral Consequences 
Linking Service Loyalty with Service Quality 
To date, the study of the relationship between perceived service quality and customer 
behavioral intention has dominated the service literature. The focus of service literature has been 
shifted from identifying facets of service quality and behavioral consequences to their relationship. 
However, little empirical research has been done on this relationship. Cronin et al (2000) reviewed 
all the services marketing literatures and they found that starting from 1988 to 2001, there were 
only 32 published papers examining the relationship between perceived service quality and 
customer behavioral intentions. Among these 32 studies, only 26 studies had been tested by 
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empirical approach. 
Limitations of Past Studies 
From these research findings, there has been a convergence of opinion that favorable service 
quality perception leads to improved satisfaction, and that, in turn, positive satisfaction directly 
influences behavioral intentions. The notion that service quality is an important determinant of 
behavioral intentions is quite clear. However, there are some limitations in the current literature. 
First, the explicit connection between the service quality dimensions and dimensions of service 
loyalty has been paid only little attention in the marketing literature so far. Cronin and Taylor (1992) 
studied the relationship between overall service quality and individual behavioral dimensions, 
whereas Athanassopoulos (2000) studied the relationship between individual service quality 
dimensions and overall behavioral intention dimensions. But what kind of service quality, leads to 
which kind of loyalty behavior, has not been determined. 
Second, though the loyalty construct contains attitudinal aspect, previous research has usually 
focused on behavioral intention when studying customers' behavioral dimensions (e.g., Zeithaml 
et al, 1996; Bloemer et al, 1999; Cronin et al, 2000). In fact, many of these researchers called for 
future research to further extend their work by undertaking research that asks consumers to 
indicate customers' current consumption behaviors rather than behavioral intentions. But still, 
most of the research studies asked only customers' behavioral intentions, such as intention to 
recommend, and intention to repurchase. 
In view of these limitations, there is a need to examine the relationship between perceived 
service quality and behavioral intentions. Specifically, the linkage between customers' perceived 
service quality dimensions and their behavioral consequences. 
The Proposed Model of Service Quality and Behavioral Consequences 
Although it is clear that service quality is an important determinant of behavioral intentions, 
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the exact nature of this relationship remains unresolved. It has been suggested by many researchers 
that perceived service quality has a direct effect on customers' future behavioral intentions 
(Bloemer et al, 1998; Olshavsky, 1985; Rust & Zahorik，1993; Spreng et al, 1995). However, the 
effect on customers' actual behaviors has not been studied. Consumers are expected to elaborate 
upon the evaluation of the service by its quality. Through this evaluation process, consumers will 
form either favorable or unfavorable attitudes towards the service. Such attitudes will then 
influence one's behavioral intention. 
On the other hand, Fazio (1986，1990) argued that behavior is sometimes spontaneously 
produced when an attitude is activated. His MODE model (motivation and opportunity as 
determinants of how attitudes influence behavior) suggests that, once an attitude is activated, this 
leads to selective perception of features of the attitude object that are congruent with one's attitude. 
Perceptions of the attitude object influence one's definition of the event or occasion for acting. 
Since such action is spontaneous, no deliberations occurring for intention formation. In this view, 
service quality has also influenced customers' current consumption behaviors directly by affecting 
one's attitude. Therefore in the current model, customers' purchasing intention and current 
purchasing behaviors are affected by their perceived service quality. 
H3a: There is a direct, positive relationship between the service quality dimensions and 
behavioral intentions, and between service quality and current consumption behaviors. 
There are alternative views claiming that one's behavior might precede attitude formation. 
For example, according to the cognitive dissonance theory, a postpurchase dissonance occurs when 
a consumer holds conflicting thoughts about a belief after a purchase (Schiffman & Kanuk, 1997). 
Purchase decisions often require some amount of compromise. Therefore, when consumers have 
chosen the services of a bank, they tend to change their attitudes to conform with their behaviors in 
order to resolve any conflicting belief. In this view, not only affected by service quality, but 
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customers' behavioral intentions would also be influenced by their current or past consumption 
behaviors. 
H3b: There is a positive relationship between the service quality dimensions, behavioral 
intentions and current consumption behaviors. Not only influenced by service quality 
dimensions, but customers' current consumption behaviors also have a direct impact on 
behavioral, intentions. 
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The Effects of Market Segmentation on the Relationship Between 
Service Quality and Behavioral Consequences 
Most of the marketing service literature focuses on the direct relationship between service 
quality dimensions and behavioral intention. The most frequently asked research questions have 
been: Is there really a relationship between customers' perceived service quality and behavioral 
intentions? What are these service qualities and behavioral intentions? How are these service 
qualities related to behavioral intentions (e.g., Bloemer et al, 1998; Cronin et al, 2000; Dick & 
Basu, 1994; Zeithaml et al, 1996)? However, most of the studies focused on the direct relationship 
only. Little attention had been paid on the moderator effects on the relationship between service 
quality and behavioral intentions. 
Literature Review of the Moderator Effects on the Linkage Between Service Quality and Behaviors 
Cronin et al (2000) tried to adopt a more aggregate approach in studying the interrelationship 
between service quality, service value, satisfaction and behavioral intention. He found that apart 
from the direct effects, service quality also has indirect effects on behavioral intentions, through 
the service value and satisfaction. But still, what moderates/mediates such relationship has not 
been answered. 
Only limited literature can be found in studying the moderators and the mediators of the 
relationship between service quality and behavioral consequences. Philemon (2001) reported that 
customers' socio-demographic characteristics affect their satisfaction level in the airline industry, 
but he did not link up these characteristics with customers' behaviors. Athanassopoulos (2000) 
found that even using the same kinds of products, individual customers have different satisfaction 
levels with business customers in bank industry. His findings concluded that customers' 
socio-demographic profile can be used to explain customers' satisfaction, retention and switching 
behaviors. Mittal and Kamakura (2001) also investigated the moderator effect of customers' 
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characteristics on their satisfaction, repurchase intentions, and repurchase behaviors. Simple 
demographic information, such as sex, age, educational level and family status, was examined to 
check whether there are differences in satisfaction level and repurchase behaviors among these 
groups. They found that for the same product, different groups of people have different levels of 
satisfaction, as well as repurchase intention. This study was the first step to show that though 
satisfaction can be linked to repurchase intention, such linkage cannot be applied for all customers. 
The search of antecedents of customer retention has revealed determinants related to both 
customer satisfaction and socio-demographic characteristics of customers. 
The Power of Market Segmentation 
Market segmentation, the process by which a heterogeneous market is divided into smaller, 
more homogeneous, groups, has been referred as “one of the most fundamental concepts of 
modem marketing" (Wind, 1978: 317). Segmentation has been used extensively in consumer 
marketing over the last two decades. In recent times, the technique of market segmentation has 
been widely used by banking industry in order to compete more successfully in the personal sector. 
Good market segments generally consist of consumers with homogeneous product needs, 
attitudes, and responses to marketing variables (McCarthy, 1982). The segments should also be 
distinctive from one another, so that group membership of an individual is clearly based on key 
attitudes (Weinstein, 1987). Another characteristic of a good market segment is substantiality: 
segment should be large enough to be profitable, size being measured by volume consumption 
(McCarthy, 1982). The value of the marketing information generated by the market segment is the 
final criterion. Good market segmentation research provides operational data that are practical, 
usable, and readily translatable into strategy (Weinstein, 1987). 
Different customers may have different perceptions on service quality dimensions; even the 
services provided are the same. For example, Mittal and Kamakura (2001) found that women are 
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more tolerant than men are so that they are more likely to repurchase from the company, even 
though both of them are not satisfied with the product. They suggested that different kinds of 
consumers may have different thresholds or tolerance levels of repurchase behaviors. But their 
findings focused on only durable goods, while service quality was ignored. Therefore, identifying 
the impact of market segmentation on the relationship between service quality and behavioral 
intention is necessary. 
Segmenting the Banking Industry 
There are hundreds of potential ways to segment the banking industry. One of the most 
popular ways of market segmentation is socioeconomic-based segmentation (e.g., Cosden & 
Kennedy, 1992; Palakurthi & Parks, 2000). Socioeconomic factors include educational levels, 
occupation and household income. Socioeconomic variables deal with social class and economics 
measures of a population. In practical view, some retail banks in Hong Kong provide different 
types of products for two different types of customers: high-yielded (high socioeconomic status) 
and low-yielded (low socioeconomic status) customers. It is believed that those high 
socioeconomic status customers, who usually earn a higher income, consume more investment 
products than those low socioeconomic status customers. Canner and Cyrnak (1985) found that 
households with greater education and higher income are more likely to use credit cards. Carow 
and Staten (1999) also showed that customers are more likely to use cash when they have less 
education, have lower income, are middle-aged, and hold more credit cards. Obviously people in 
different socioeconomic status have different preferences of financial products. 
On the other hand, Stanley, Ford and Richards (1985) suggested that age of customer is an 
important determinant of the usage of particular bank products. Burnett and Chonko (1985) also 
found that convenience products (e.g., ATM) and investment products (e.g., unit trusts) tend to be 
heavily used by older people, whereas traditional products (e.g., passbook account) and debt 
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products (e.g., installment loans) tend to be heavily used by younger people. The close association 
between customer age and product usage suggests a lifecycle rather than a strict segmentation 
approach to marketing (Stanley et al, 1985). Age is an integral part of the lifecycle, and it seems 
that those people who are in the same age group may have similar financial needs and earning 
power. Although demographic information is being criticized, as it is not necessarily the 
determinants of behavior, it is the most cost-effective and the easiest way to segment the customers 
(Laroche et al, 1986). 
People with different backgrounds may have different values, which may affect their demand 
on service quality, and hence their thresholds of behavioral consequences. In the present study, two 
types of market segmentation were used: socioeconomic-based and lifecycle-based. 
Socioeconomic factors included occupation and income level, whereas family lifecycle included 
age and marital status (e.g., Harrel, 2002; Kolter, 2000). As a result, two groups of different 
socioeconomic status (high vs. low) and three groups of people represent three stages in family 
lifecycle (young-single, middle-aged-married, and old- retired) would be compared. The basic 
assumption is that people in different segments may have different financial needs and monetary 
value, and hence different perception on service quality and current consumption behaviors. 
The Impact of Market Segmentation on Service Quality and Behavioral Consequences 
Breaking down the big picture of the relationship between service quality and behavioral 
consequences into its smallest components is as important as knowing it. The key is to get the right 
message to the right person at the right time through the right channel. People in different segments 
may have different kinds of behavior, as their demands on service quality should be different. 
Characteristics of different socioeconomic groups. Up-and-coming professionals are 
frequently credit-driven with a focus on upgrading their lifestyles. Laroche et al (1986) found that 
customers in high socioeconomic group with higher income tend to use wider range of services and 
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their major needs are credit and financing services. The lower income group tends to have fewer 
trips to bank and perceives service quality as less important. Chan (1997) supported this by 
showing that income is the single most important variable that influences the credit card usage rate. 
Heavy card users are normally the group in high socioeconomic status, since their credit limits are 
higher, when comparing with the low socioeconomic status users. 
Not only are financial preferences different, but people with different background also have 
different perceptions on service quality. Lower-income families who may lack the expertise to 
select a quality financial institution often choose to rely on favorable publicity or word of mouth 
(Boyd, Leonard & White, 1994). On the other hand, higher-income households place more 
importance on interest on savings accounts, hours of operation, and friendliness of employees. 
These results appeared to indicate that high-income customers are interested in those operational 
aspects of financial institutions which will assure them of having their social convenience, as well 
as security, needs taken care of. Thus, banks with good image and able to provide convenience 
facilities are easier in attracting the high socioeconomic group of customers. 
Characteristics of different lifecycle groups. When people from young-single group enter the 
workforce, their usage of bank service probably will increase (e.g., salary handling, mortgage, loan 
etc). Thus, they may have higher purchase intention, and are more willing to start a long-term 
relationship with the bank if they perceive the service quality is good. Middle-aged customers 
generally have families and longer-term saving, borrowing and financial relationship needs. Older 
banks users, in many cases, have wealth accumulation interests though they are no longer active in 
the workforce. Previous research has shown that lifecycle demographic variables are related to 
service quality expectations (e.g., Laroche et al, 1986). Young single customers generally want 
convenience whereas old retired customers need more security. In short, it would be appeared that 
Service Quality and Behavioral Consequences 2 0 
different service-related factors might prove a more effective mode for different segments of 
customers. 
H4a: For each socioeconomic-based segment group, the magnitude of the paths between 
service quality dimensions, behavioral intentions and actual loyalty behaviors will be 
different. 
H4b: For each lifecycle-based segment group, the magnitude of the paths between service 
quality dimensions, behavioral intentions and actual loyalty behaviors will be different. 
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Chapter 2: Method 
Participants 
The sample of customer responses was drawn from the banking industry in Hong Kong. A 
total of 503 participants, 39% men and 61% women, were involved in the study. In order to study 
the effect of market segmentation, participants were classified by two kinds of market 
segmentations: namely "Socioeconomic-based Segmentation" and "Lifecycle-based 
Segmentation". 
For the socioeconomic-based segmentation, participants who are in management, executive 
or professionals groups, and with income level higher than HKD$15，000 were identified as "High 
socioeconomic status" group. Otherwise, would be put into the “Low socioeconomic status" 
group. There were 223 (44%) participants in the high socioeconomic group and 215 (43%) 
participants in the low socioeconomic group. For the lifecycle-based segmentation, participants 
were differentiated according to age and stage of family lifecycle. About 30% of the sample fell 
into the young, single group. The middle-aged, married group also accounted for 30% of the 
sample, while about 28% of the sample were the old, retired customers. 
Procedure 
Data was collected by four ways, namely face-to-face interviews, self-administrated survey, 
online survey and telephone interviews. 
Face-to-face Interview. Ten trained interviewers were employed to conduct the interviews. 
These interviewers are undergraduate students in one of the university in Hong Kong. Before the 
interviews, they were given an hour's training about the interview skill and the details of the 
questionnaire. For the reason of quality control, they were also required to put down the 
respondents' names and contact number on a separate sheet, so that random check on the 
questionnaires could be conducted. A total of 100 completed questionnaires were collected 
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through face-to-face interviews. 
Telephone Interview. With the collaboration of a local bank, a telephone call list of 500 
customers was randomly selected from the database of the bank. The interviewers trained for 
face-to-face interviews also involved in the telephone interviews. They were given an hour's 
training about the skill of telephone interview. Each entry would be called up to three times if they 
could not be contacted to ensure that there was no non-response bias. The response rate was 23%, 
with a total of 114 completed questionnaires collected. 
Self-Administrative Questionnaire. Five hundreds questionnaires were distributed randomly 
via personal contacts and snowball sampling. The criteria of participation in the study were aged 
over 20 and being the customers of one of the Hong Kong local banks. Clear instruction was 
written on the questionnaire for the participants to follow. A total of 500 questionnaires were 
distributed and 243 (48.6% response rate) completed questionnaires were returned through this 
method. 
Internet Survey. The self-administrative questionnaire was also posted on the Internet 
(www.mv3q.com). Invitation emails were sent randomly via personal contacts and snowball 
sampling. Similar to the self-administration, the only difference was the way of filling up the 
questionnaire. Fifty-one questionnaires were collected through the Internet survey. 
For the young-single and middle-aged-married groups, self-administrated questionnaires, 
online questionnaires and telephone interviews were used. They were asked to "think" about the 
most frequently used bank that is currently being used when filling up the questionnaire. The 
rationale behind this is because many people in Hong Kong are usually using more than one bank 
account. They are assumed to be loyal to the bank that is most frequently used. It makes no sense if 
they were allowed to report their service quality perception of different banks on the same 
questionnaire. Then they were asked to answer a five-page questionnaire about their satisfaction on 
Service Quality and Behavioral Consequences 2 3 
different dimensions of service quality, behavioral intentions, actual usage of service, bank usage 
habits and some personal information. 
For the old-retired group bank users, mainly face-to-face interviews were used because most 
of them age at least 50 years old. They might have problems in reading or interpreting the 
questionnaires. To maintain the quality of data, trained interviewers were employed to facilitate the 
interviews. Telephone interviews and self-administrative questionnaires were also used. 
Survey Instrument 
Perceived Service Quality. Several measures of service quality were included in the 
questionnaire: (1) an overall, single-item rating scale; (2) a multiple-item scale of perceived 
service from Avkiran's (1994) and Athanassopoulos's (2000) measurement on the service quality 
dimensions for banking industry were combined into one scale and used in the study. The six 
factors, Staff Service, Corporate Image, Communication, Convenience, Innovativeness and 
Pricing, were described in positive statements. Participants indicated their satisfaction by a 5-point 
Likert scale; from strongly agree (5) to strong disagree (1). A higher agreement with the sentence 
indicates a higher satisfaction on the factor (Cronbach's a ranging from .74 to .85). 
Behavioral Intentions. Zenithal et al (1996)’s measurement of behavioral consequences of 
perceived service quality was used. This 13-item scale contains four dimensions, which have been 
suggested in the past marketing literature. This battery included items to capture several facets of 
behavioral intentions not incorporated in previous service-quality studies, such as likelihood of 
paying a price premium and remaining loyal to a company even when its prices go up. The 13 
items were grouped into four a priori categories: Word-of-mouth Communication, Purchase 
Intention, Price Sensitivity, and Complaining Behaviors, were measured by a 5-point Likert scale 
ranging from strongly agree (5) to strong disagree (1). High agreement with the sentence denotes 
high behavioral intentions (Cronbach's a ranging from .45 to .86). 
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Current consumption Behaviors. One more dimension "usage of the service" was added into 
this scale because many researchers have called for future study of the current consumption 
behaviors of the customers. Participants were also asked to indicate the frequency of their usage of 
different channels and numbers of products they are using in the questionnaire to show their actual 
behaviors. 
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Chapter 3: Results 
Descriptive Analysis 
Tables 1 and 2 present the means and standard deviations of the major indicators for the two 
different kinds of market segmentation. Since most of the old-retired customers fall to the low 
socioeconomic group, an overall Analysis of Variance (ANOVA) was not conducted. Instead, A 
series of ANOVA were conducted to determine whether scores on each service quality dimensions 
and behavioral consequences differed across the groups. For the socioeconomic-based 
segmentation, significant differences were found only in innovativeness (F (i’436) = 6.22, p < .05), 
word-of-mouth (F (1,434) = 10.68’ p < .001)，and the usage of channels (F (1,428) = 147.49, p < .001) 
and products (F (1,431) = 62.17, p < .001). Seemingly, customers in high socioeconomic status use 
more bank products and have a higher frequency in using bank channels. 
More differences were found in the lifecycle-based segmentation. Image (F (1,429) = 3.02, p 
< .05), Innovativeness (F (1,429) = 3.22, p < .05), and Pricing (F (1,420) = 4.06, p < .05) were found 
significantly different in service quality dimensions, whereas Price sensitivity (F (1,422) = 2.93，p 
< .05), word-of-mouth (F (1,424) = 6.99，p < .001)，and complaining behaviors (F (1,424) = 8.04’ p 
< .001) were found different in behavioral intentions. Greater differences were found in the usage 
of channel (F (1,420) = 66.58, p <.001) and products (F (1,425) = 15,70, p c.OOl). Post hoc 
comparisons were performed, and it was found that the elder customers significantly use fewer 
channels than the other two groups, while the middle-aged customers significantly use more bank 
products than the other two groups of customers. 
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Table 1 
Means and Standard Deviations of Major Indicators for Different Socioeconomic Groups 
High SE Status Low SE Status 
Variables N = 223 N = 215 F-Value 
Mean SD Mean SD 
Service Quality 
Image 3.72 .61 3.64 .55 2.19 
Innovativeness 3.49 .60 3.33 .71 6.22* 
Staff Attitude 3.63 .64 3.65 .63 .08 
Pricing 2.76 .73 2.63 .79 3.04 
Convenience 3.45 .64 3.37 .60 1.52 
Communication 3.54 .53 3.47 .65 1.61 
Behavioral Intention 
Price Sensitivity 3.53 .77 3.37 1.06 3.14 
Repurchase Intention 3.12 .73 3.09 .84 .16 
Word-of-mouth 3.10 .75 2.84 .86 10.68*** 
Complain Behaviors 3.45 .56 3.31 1.09 2.63 
Purchasing Behavior 
Channels 2.82 .69 2.01 .70 147.49*** 
Products 3.14 1.52 2.03 1.39 62.17*** 
*p <.05, **p <.01, ***p <.001 
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Table 1 
Means and Standard Deviations of Major Indicators for the Three Segment Groups 
^ MM OR 
Variables N = 147 N = 148 N = 137 F-Value 
Mean SD Mean SD Mean SD 
Service Quality 
Image 3.77 .54 3.60 .65 3.69 .57 3.02* 
Innovativeness 3.53 .61 3.38 .71 3.34 .72 3.22* 
Staff Attitude 3.72 .53 3.62 .71 3.62 .64 1.15 
Pricing 2.81 .71 2.56 .76 2.74 .83 4.06* 
Convenience 3.40 .62 3.47 .64 3.39 .59 .71 
Communication 3.46 .59 3.55 .64 3.54 .63 .95 
Behavioral Intention 
Price Sensitivity 3.42 .80 3.62 .81 3.36 1.19 2.93* 
Repurchase 
3.19 .56 3.17 .75 3.05 .90 1.50 
Intention 
Word-of-mouth 3.08 .70 3.08 .76 2.77 .94 6.99*** 
Complain 
3.55 .97 3.44 .62 3.15 .99 8.04*** 
Behaviors 
Purchasing Behavior 
Channels 2.70 .70 2.59 .76 1.80 .65 66.58*** 
Products 2.32 1.20 3.03 1.57 2.11 1.55 15.70*** 
*p <.05，**p <.01’ ***p <.001 
The intercorrelation matrices of the major indicators and the major factors are provided in 
Tables 3 and 4，respectively. Essentially, the intercorrelations among the service quality 
dimensions and future behavioral intentions are significant, ranging from 0.14 to 0.62, except the 
dimension of price sensitivity from the behavioral intention scales. The intercorrelations between 
the purchasing behaviors items and other scales are somewhat lower; especially the lack of 
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Table 1 
Correlation Matrix of Factors 
1 2 3 
1 Service Quality / 
2 Behavioral Intentions .753*** / 
3 Purchasing Behaviors .341*** .325*** / 
*p< .05, **p< .01，***p< .001 
Confirmatory Factor Analysis 
Confirmatory factor analysis (CFA) was used to examine the presence of underlying service 
quality dimensions, behavioral intentions and purchasing behaviors. As suggested by Anderson 
and Gerbing (1998)，a two-step model is preferable since the structural relations among constructs 
will be found only if the measurement model is satisfactory. The three factors analysis results 
confirmed HI and H2 regarding the multidimensional nature of service quality and its behavioral 
intentions in banking industry. 
The CFA hypothesized model was tested using the EQS 5.7 model developed by Rentier and 
Bonner (1980) using the maximum likelihood estimation procedure. The basis of the statistical 
analysis was the covariance matrix of the observed responses. Overall fit and the significance of 
the loading of individual variables on the hypothesized factors were considered. The results in 
Table 5 provided the model fit indices for the whole sample model using the chi-square test, 
Bentler-Bonnett Normed Fit Index (NFI) and NonNormed Fit Index (NNFI), Comparative Fit 
Index (CFI), LISREL GFI and the Root Mean Square of Approximation (RMSEA). The RMSEA 
measures the lack of fit and takes parsimony into account by assessing the discrepancy per degree 
of freedom between the population covariance matrix and the fitted matrix. That is, it penalizes for 
overfitting. The goodness-of-fit indices were not very satisfactory. The theoretical model yielded 
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(51) = 171.602, p <.001，with NFI = .890, NNFI = .895, CFI = .919，GFI = .941 and the RMSEA 
=0.071, suggested a fairly satisfactory model fit. A clear measurement model consisted of 12 
indicators pertaining to 3 factors was identified (Figure 5), which supported HI and H2. 
J Image 
Innovativeness 
^ S t a f f Attitudes 
y M Service Quality ^ ^ ^ ^ ^ 
/ f 乂 Conven ience 
/ / Pricing 
/ 、Communication 
‘ \ .170*** Price Sensitivity 
.341 输 \ 
Behavioral Intentions -»] Repurchase intention 
/ ^ ^ I 
\ / Word-of Moutn 
\ I -—7 
\ 325*** 、 Complaints 
^ ^ ^ ^ Channels ~ 
^ ^ P u r c h a s i n g BehaviorsV^：；^^^一 
Products 
< < < .001 
Figure 5. Measurement Model in Current Study 
Evaluation of the Structural Model 
After the identification of the measurement model, structured equation modeling with 
observed variables was conducted using maximum likelihood estimation procedure in HQS 5.7. 
Two models were compared separately for the three segments of customers. Model 1 (Ml) 
represented that both customer's current consumption behaviors and their behavioral intention are 
directly affected by their perception of service quality dimensions. Not only directly influenced by 
service quality, but Model 2 (M2) represented that customers' current consumption behaviors also 
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have an effect on one's behavioral intention. 
The results of the model comparisons are showed in Table 5. Compare with M l , the 
likelihood ratio test indicated that M2 significantly improved the model fit: Ax2 (Adf = 1) = 4.259, 
p < .05. Therefore, M2 is believed as the best model in describing the relationship between 
service quality dimension and its behavioral consequences. Goodness-of-fit indices of the model 
were adequate, with (2 (52) = 170.602, p <.001，NFI = .890, NNFI = .895，CFl = .919, GFI = .941 
and the RMSEA = 0.071. Therefore, I believe that not only directly affected by perception of 
service quality dimensions, but customers' behavioral intentions can be also affected by their 
current consumption behaviors. But such behavioral intentions are not affected by customers' 
current consumption behaviors. The finding gave a strong support for H3a. The structural paths of 
the model with standardized loadings are showed in Figure 6. 
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^^  ^ ^ Communication intontinn 
Staff Service inTention J 
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\ \ 广 z • Purchase 
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Communication Service \ .727*** / Behavioral \ 
^ / ^ V Quality J \ Intention J 
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Figure 6. Structural Model in Current Study 
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Table 1 
Chi-Squares Statistics, Degrees of Freedom, and Fit Indices of the Models 
D f A x ^ ( A d f ) m N N F I O T O T R M S E A 
Whole Sample 
Measurement Model 171.603 51 / 0.890 0.895 0.919 0.941 0.071 
Model 2 170.602 51 4.259(1)* 0.890 0.895 0.919 0.941 0.071 
Model 1 174.861 52 / 0.888 0.896 0.918 0.940 0.071 
Multi-Sample On Socioeconomic-Based Segmentation 
Model 2 321.574 102 / 0.800 0.813 0.853 0.889 0.072 
Restrictive Model 2 ' 337.813 111 16.239(9) 0.790 0.822 0.848 0.889 0.070 
Restrictive Model 342.657 114 4.844(3) 0.787 0.826 0.847 0.884 0.069 
Multi-Sample On Lifecycle-Based Segmentation 
Model 2 462.706 153 / 0.729 0.739 0.796 0.849 0.069 
Restrictive Model 2 ' 482.136 171 19.433(18) 0.718 0.766 0.795 0.845 0.067 
Restrictive Model 2" 502.642 177 20.506(6)* 0.706 0.763 0.786 0.840 0.068 
* p <.05 
Multi-Sample Analysis 
Another major concern of current study was the relationship between the service quality 
dimensions and the behavioral consequences in different segments of people. In order to test 
Hypothesis 4’ I performed Multi-Sample Analysis (MSA). MSA is a particularly useful technique 
to test a structural equation model simultaneously in more than one sample (Joreskog, 1993). It 
provides a test of whether the different segments share the same model form in the structural 
equation model. Models have the same form if the model for each segment has the same parameter 
matrices and the same location of free, fixed and constrained parameters (Bollen, 1989). It is also 
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possible to specify certain relationships as equal or invariant across samples and at the same time 
specify additional relationships as for each sample separately, where appropriate. 
MSA was then conducted on these two types of market segmentations. The results of the 
MSA are showed in Table 5. For the socioeconomic-based segmentation, goodness-of-fit indices 
of the model are adequate, with (102) = 321.574，p <.001，NFI = .800, NNFI = .813, CFl = .853， 
GFI = .889 and the RMSEA = 0.072. In order to test whether this model was invariant across the 
three segments (that is, whether the relationships I specified have the same strength and direction 
in three samples), I first put constraints on the factor loadings (Restrictive Model 2^), and followed 
by factor variances and covariances (Restrictive Model Results in Table 5 show that addition 
of extra parameters in Restrictive M2 ^ (by specifying the equal factor loadings) and Restrictive 
Model (by specifying the equal factor variances and covariances) did not significantly worsen 
the model fit. Since it is difficult to generalize a very restrictive model across samples, I consider 
that the structural model of service quality dimensions and behavioral consequences is 
generalizable across bank users population. The structural path model of the two socioeconomic 
groups is shown in Figure 7. All the path coefficients were significant at p<.01 level. 
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Figure 7. Structural Model of Different Socioeconomic Groups 
For the lifecycle-based segmentation, results were quite different. From Table 5，inadequate 
fit indices were found, with y^ (153) = 462.706’ p <.001’ NFI = .729, NNFI = .739, CFI = .796, GFI 
=.849 and the RMSEA = 0.069. Compare with the MSA results with socioeconomic-based 
segmentation, fit indices of lifecycle-based segmentation obviously were found to have a poorer fit: 
Ax^ (Adf = 51) = 141.132, p < .05. Constraints on factor loadings (Restrictive Model )，and 
factor variances and covariance (Restrictive Model 2匕)were added on these three groups of 
customers to test whether this model was invariant across the two segments. Though addition of 
extra parameters in Restrictive M2 ® (by specifying the equal factor loadings) did not significantly 
worsen the model fit, further constraint on the equal factors variance and covariance was found 
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significant different, indicated that this relationship was not invariant across three samples. It 
seems that the indicators of the three factors were measuring the same concepts among the three 
segments, but the relationships between factors were not the same in the three segments of 
customers. The structural models of the three segments of customers were showed in Figure 8. All 
the path coefficients are significant at p <.01 level. 
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Figure 8. Structural Model of Different Lifecycle Groups 
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Chapter 4: Discussion 
The aim of the present study was to test the specific influence of service quality dimensions 
on customers' behavioral intentions as well as their current consumption behaviors. More 
specifically, I investigated to what extent the selected socioeconomic (occupations and income) 
and lifecycle (age and marital status) characteristics contributed to the prediction of the three latent 
constructs. The study results of the full dataset strongly supported that customers' perception of 
service quality influences both their behavioral intentions and current consumption behaviors. 
This research represents an attempt to assess the antecedents of customer satisfaction in the 
context of the emerging competitive financial market of Hong Kong. Six dimensions of service 
quality were identified: Corporate Image, Innovativeness, Staff Attitude, Pricing, Convenience and 
Communication. The found service quality dimensions give a clear picture to Hong Kong financial 
marketers that what dimensions of service quality are important in attracting new customers and 
retaining existing customers. More important, the found dimensions are all controllable 
components of service quality. Thus, banking marketers can enhance the service quality of banks 
simply by altering these dimensions. 
Delivering quality service is considered an essential strategy for success and survival in 
today's competitive environment. Previous research showed that customers' perception of firms' 
service quality is a good predictor of their behavioral intentions in various settings. These settings 
include retail industry (Dabholkar et al, 1996), banking, pest control, dry cleaning, and fast food 
(Cronin & Taylor, 1992), and entertainment services, health care and supermarket (Bloemer et al, 
1999). Although service quality was believed to be related to purchasing behaviors, most 
published works are concerned with satisfaction, evaluation of service received, and future 
purchase intention and other behavioral intentions. It is necessary to show that service quality not 
only enhances customer satisfaction, but also stimulates more purchases. The present study takes a 
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further step to show that perception of service quality has a significant positive impact on 
customers' current consumption behaviors in banking industry. Specifically, perception of high 
service quality leads to more frequent visits of bank and higher consumption of bank products. 
The Global Picture 
The structural model showed consistent past research findings that customer's perception of 
service quality significantly influences his/her behavioral intentions (e.g., Akviran, 1994; 
Athanassopoulos, 2000; Bloemer & Kasper，1995; Cronin & Taylor, 1992; Rust & Zahorik，1993; 
Spreng & Singh, 1993; Zeithaml et al, 1996). As suggested by Parasuraman et al (1985), customers 
usually compare firms' actual performance with their expectations. When performance exceeds or 
falls short of expectations, positive or negative disconfirmation results. Positive disconfirmation 
leads to satisfaction or perceptions of high service quality, while negative disconfirmation leads to 
dissatisfaction or perceptions of low service quality. Customers form positive attitudes based on 
such kinds of perception, and so alter their behaviors. This is also true in the banking industry. 
Good image retail banks with excellent staff service definitely increase customers' intentions to 
revisit the bank. 
From current consumption behaviors to future behavioral intentions. It was surprised that 
only a weak relationship could be found between future behavioral intentions and current 
consumption behaviors. There are three tentative explanations. First, one's belief is subject to 
his/her action as well as other influences (Kraus, 1995). For example, Phillips and Stemthal (1977) 
supported this argument by showing that elderly and middle age people are susceptible to the 
influences of their extended family and mass media. Peer influence plays a significant role on 
young people's purchase practice (Koester & May，1985). Only when other influences are 
minimized that one's action can effectively affect one's intention. 
Second, one's purchasing behavior (action) and behavioral intention (belief) may influence 
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each other reciprocally (Bagozzi, Gurhan-Canli & Priester，2002). This might occur over time as 
feedback effects, or nearly instantaneously as reciprocal causation. As Ajzen and Fishbein (1980) 
point out in their theory of reasoned action, "intention is the immediate determinant of behavior" 
(1980:40). The relationship between consumers' behavioral intention and actual purchasing 
behaviors should be far more complex, and both of their effects should be studied in a longitudinal 
study. Third, according to the cognitive dissonance theory, consumers' attitude would change 
when their current actions are dissonant with their current belief, especially when the past attitudes 
toward the product or services were weak. However, since it is common in Hong Kong that 
consumers usually use more than the services of one major bank, it would be easier for the 
consumers to change their current purchasing pattern than to change their believes. Therefore, it is 
not surprise that the impact of consumers' current purchasing behaviors was relatively weak on 
their behavioral intention or belief. 
Structural Relationships of Different Market Segments 
One of the major concerns of current study is the effectiveness of segmentation strategies on 
perceptions of service quality dimensions. Results from analyses partially supported the effect of 
market segmentation. Different ways of segmentations showed different pictures of the 
relationship between the three latent constructs. 
Socioeconomic-based segmentation. Results of the MSA showed that the relationship 
between perception of service quality dimensions and its behavioral consequence is similar in both 
high and low socioeconomic status groups. Hypothesis 4a is not supported. Image (path coefficient 
=.704)，convenience (path coefficient = .738) and communication (path coefficient = .750) are 
important in enhancing customers' intentions to repurchase (path coefficient = .777) and praise the 
bank (path coefficient = .831) in high socioeconomic status group. Similar patterns can also be 
found in the low socioeconomic group. It can be noticed that decisive factors of repurchase 
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intentions (path coefficient = .637) and word-of-mouth communication (path coefficient = .971) 
are perception of good image (path coefficient = .677), convenience (path coefficient = .635) and 
effective communication (path coefficient = .711). 
Lifecycle-based segmentation. Though equal factor loadings were found among the three 
segments of customers, the relationship between three latent constructs was found differently on 
customers in different lifecycles, which gave a strong support for Hypothesis H4b. For the young, 
single group, their perception of service quality strongly affect their behavioral intentions and their 
consumption behaviors. Service quality seems to be an important determinant in driving those 
aged fewer than 30 unmarried customers intents to praise (path coefficient = .819) and repurchase 
(path coefficient = .703). 
A different picture emerges for the middle-aged, married group. Their perception of service 
quality was found to have significant impact on their current consumption behaviors, and then 
altered their attitudes toward the bank's services. The better perception of service quality provided 
by banks, the higher consumption of banks' products (path coefficient = .294). With higher 
consumption, they are more likely to say good things about the bank. For the old, retired group I 
found that service quality dimensions have no influence on their behavioral intention. Rather, the 
current consumption behaviors of these people are driven by their perception of service quality 
provided by banks. Specifically, banks' ability to communicate effectively with customers (path 
coefficient = 1.000) plays a significant role in determining purchasing behaviors of old people. 
The Effective Way to Tailor-Make Marketing Strategy 
Marketing is customer-oriented. Hence the marketing concept requires that service 
organizations, including banks, should think in terms of what customers need, buy and require. To 
compete successfully in today's competitive marketplace, banks must focus on understanding the 
needs, attitudes, satisfactions and behavioral patterns of the market. Given the significant findings 
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that excel in service quality increases customers' positive behavioral intentions and current 
consumption behaviors, it is critical to determine which elements of service quality are more 
important to different customers. The premise of present study was that different segments might 
perceive different dimensions of service quality to be more important than others, and my results 
supported this argument when bank users were segmented by family lifecycle. The lifecycle-based 
segmentation, using age and marital status as the basis, continues to be one of the most popular and 
well-accepted way for segmenting markets and customers (e.g., Stafford, 1996). Age is a simple, 
yet critical demographic variable, since purchases vary by age category. Age also allows a 
marketer to determine how wants and needs change as an individual matures. On the other hand, 
marital status has grown in use over the years as marketers have recognized that customers with 
extended family are a lucrative market segment. 
Marketing strategies for customers in different lifecycles. The results of this study clearly 
differentiate three different kinds of bank users. Different segments appear to base their 
satisfaction judgments on different service attributes. This has managerial implications. For the 
young, single bank users, whether a bank has good and innovative image plays a significant role in 
pushing them to praise and revisit the bank. So marketing strategy should focus on the promotion 
of bank image. One the other hand, effective communication with customers is important to the 
elder bank users. This group of bank users is always neglected, as they are no long active in the 
market. However, they are also the potential high-yielded customers, especially of those received a 
large amount of pension. To retain this group of customers, clear and effective communication 
strategies should be developed, such as clear and easy-understanding statement. 
The middle-aged, married group, with highest consumption of products and greatest earning 
power, put emphasis on staff attitudes and convenience of the bank. With the needs of taking care 
of both family and the job, life is busy for this group of bank users. Marketing strategy should 
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therefore focus on the promotion of convenient channels and products, such as the new trend of 
online banking and mobile banking. Courteous staff with a sense of personal touch is also a key 
element in acquiring these customers. The newly developed "personal banking" should be one of 
the most effective ways in enhancing the satisfaction of this niche of customers. 
Marketing strategies for customers in different socioeconomic status. Though 
socioeconomic-based segmentation is also widely used by marketers, the picture looks different 
when customers were segmented by such method. Many retail banks offer basic financial service 
to lower income non-professional customers, while offering more sophisticated investment 
products to those enjoying higher income professional customers. Marketers assume those earning 
higher salaries usually consume more high-yielded investment products. However, no significant 
difference on service quality perception was found between the professional group and 
non-professional group of customers, even they are earning significantly different level of income. 
It seems that income is not a key determinant in deciding market promotion strategy. The need of 
tailor-made promotion ads campaign for different income groups of bank customers is not an 
effective way in increase sales. In fact, both groups of customers put emphasis on banks' image 
and communication. Instead of designing two different kinds of promotion, it is more worthy to 
use the same promotion strategy to acquire and retain customers in different socioeconomic status. 
Limitations and Conclusions 
Several limitations must be acknowledged that suggest caution in generalizability. First, a 
convenience sample was used in the self-administrative survey and face-to-face interviews. 
Second, although the total sample size was 503，after disaggregating into the segments, the 
subgroups were relatively small in size in conducting the MSA. Therefore, future research should 
utilize a larger, random sample. Further, socioeconomic and lifecycle characteristics are not the 
only characteristics on which marketing efforts should be based. Therefore, other segmentation 
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variables, such as psychographics, could be examined in future study. Certainly, the better that 
bank marketers understand their customers and what is important to those customers in terms of 
service quality, the better banks will be at providing the proper levels of service quality. 
One more shortcoming is that the ordering of events was not specified on the questionnaire. 
For the relationship between service quality dimensions and behavioral intention, a clear ordering 
was specified. Participants were asked to indicate their perception of service quality according to 
their past six months' experiences and their future behavioral intentions after the evaluation of 
service quality. However, for the relationship between service quality dimensions and current 
consumption behaviors, such sequence was not specified. Both data were collected in the same 
time point. In this case, it may be hard to say definitely that whether service quality leads to current 
consumption behaviors, or current usage behaviors lead to perception of quality. Ideally, a 
longitudinal study should be conducted, so that data of customers' service quality perception can 
be collected before the collection of current consumption behaviors. 
Despite the need for additional research in this area, the current study does provide a clear 
picture on the relationship between service quality dimensions, behavioral intentions and current 
consumption behaviors in different segments of bank users. Certain dimensions of service quality 
appear to be much more important to different age groups. Specifically, the key elements in driving 
customers to use the bank's service were identified. Such critical information allows bank 
marketing and advertising managers to plan for effective marketing strategies. 
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全份問卷共有 5 頁’閣下大概可以在 1 5 分鐘内完成。所填寫之答案並沒有對錯之分， 
請依照個人的經驗及喜好作答便可 °是項問眷所收集的資料只作研究用途，個人資料並不 
會出現於任何報告之中，内容絕對保密。閣下的參與對於研究的成果非常重要，如閣下對 






以下的一些問題將會詢問閣下對銀行服務滿意的程度；問題内提及的「該銀行 I ^ ^ . A ^ k f f 
用的銀行、請你根據過去半年的經驗，屋应適當的數字以表達你對該句子的同意程度。 
Q 1 . 請問你對「該銀行」以下各方面的服務程度有多滿意？ 
〈對各問題的同意程序越高，代表對該項服務越滿意。〉 
# 
常 沒 非 
不 不 有 常 
同 同 意 同 同 
思 思 見 意 思 
1 該銀行分行的覆蓋範圍廣闊，分行遍佈香港。 1 2 3 4 5 
2 該銀行著重顧客服務。 1 2 3 4 5 
3 該銀行的形象鮮明。 1 2 3 4 5 
4 該銀行推出各種配合形象的廣告。 1 2 3 4 5 
5 整體來說，在形象方面，我對該銀行感到非常滿意 � 1 2 3 4 5 
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常 沒 非 
不 不 有 常 
同 同 意 同 同 
思 思 見 意 意 
6該銀行貨品的種類繁多。 1 2 3 4 5 
7該銀行推出的新服務能夠迎合客戶需要。 1 2 3 4 5 
8該銀行推出的服務能夠配合社會的轉變。 1 2 3 4 5 
9整體來說，在提供創新產品方面，我對該銀行感到非常滿意。 1 2 3 4 5 
1 0該銀行職員的態度良好、有禮。 1 2 3 4 5 
1 1該銀行職員對公司的產品 /服務非常熟悉。 1 2 3 4 5 
1 2該銀行職員會主動幫助客人。 1 2 3 4 5 
1 3該銀行職員能夠迅速地處理客人的指示。 1 2 3 4 5 
1 4整體來說，在職員服務方面，我對該銀行感到非常滿意。 1 2 3 4 5 
1 5該銀行所提供的貸款服務收取合理的利息。 1 2 3 4 5 
1 6該銀行各項服務所收取的費用合理。 1 2 3 4 5 
1 7該銀行各項存款戶口提供合理的利息。 1 2 3 4 5 
1 8整體來說，在服務收費方面’我對該銀行感到非常滿意。 1 2 3 4 5 
1 9該銀行分行的地點方便。 1 2 3 4 5 
2 0該銀行服務時間充足。 1 2 3 4 5 
2 1該銀行的自動櫃員機數量足夠。 1 2 3 4 5 
2 2該銀行各項 
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Q2. 在「該銀行」提供的各種服務中，你曾經使用以下哪一項呢？各項服務的使用率有 
多 高 呢 ？ 
很少使用 間中使用 ^ 經 常 使 用 ^ 
從不使用 （一年 （每個月 （每月 （一星期 
大概一兩次）最多一次） 最少兩次） 最少一次） 
1 . 銀 行 分 行 1 2 3 4 5 
2 . 個 人 理 財 中 心 1 2 3 4 5 
3 . 自 動 櫃 員 機 1 2 3 4 5 
4 . 電 話 銀 行 服 務 1 2 3 4 5 
5 . 流 動 銀 行 服 務 1 2 3 4 5 
6 . 網 上 銀 行 服 務 1_ 2 3 4 5 
Q 3 .在「該銀行」提供的各種產品中，你曾經使用以下哪一項呢？〈答案可多於一個〉 
i 一般儲蓄戶口 “ 2 萬 用 戶 口 
3 優 越 理 財 戶 口 i 外帶戶口 
5 私 人 資 款 服 務 互 股 票 買 賣 服 務 
7 基 金 投 資 買 賣 服 務 S 樓宇按揭服務 
9 保 險 服 務 信用 




常 沒 非 
不 不 有 常 
同 同 意 同 同 
思 思 見 意 思 
1 . 因爲另一間銀行所提供的利率較為吸引，所以我會選擇使用另一間 1 2 3 4 5 
銀行的服務。 
2 . 在未來的數年，我會減少選用「該銀行」的服務。 1 2 3 4 5 
3 . 當我在使用「該銀行」的服務遇到問題時’我會向我的朋友訴說。 1 2 3 4 5 
4 .我會向其他人稱講「該銀行」。 1 2 3 4 5 
5 . 我會鼓勵我的親戚和朋友使用「該銀行」的服務 � 1 2 3 4 5 
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常 沒 非 
不 不 有 常 
同 同 意 同 同 
6 . 若 果 其 他 銀 行 提 供 更 優 惠 的 利 率 ， 我 會 將 部 分 的 按 揭 / 存 款 轉 到 另 一 1 2 3 4 5 
間銀行。 
7 . 假 如 我 在 使 用 「 該 銀 行 」 的 服 務 時 遇 到 問 題 ， 我 會 向 「 該 銀 行 」 的 1 2 3 4 5 
職員投訴。 
8 .在未來的數年’我會增加選用「該銀行」的服務。 1 2 3 4 5 
9 . 當 我 在 使 用 「 該 銀 行 」 的 服 務 時 遇 到 問 題 ， 我 會 向 其 他 機 構 ， 例 如 1 2 3 4 5 
「消費者委員會」投訴。 
1 0 . 雖 然 其 他 銀 行 所 提 供 的 利 率 較 為 吸 引 ， 我 仍 然 會 選 擇 使 用 「 該 銀 行 」 1 2 3 4 5 
的服務。 
1 1 .當有人向我詢問意見時’我會推薦「該銀行」的服務。 1 2 3 4 5 
1 2 .選擇新的銀行服務時，我會以「該銀行」作爲第一選擇。 1 2 3 4 5 
1 3 .當我在使用「該銀行」的服務時遇到問題，我會考慮轉用另一間銀 1 2 3 4 5 
行的服務。 
第三部份 一 
以 下 的 問 題 將 會 圍 繞 閣 下 在 理 財 方 面 的 喜 好 ； 問 題 内 提 及 的 � S k行 丨 代 表 你 最 常 用 的 银 
請你根據過去半年的經驗，屋应適當的數字以表達你對該句子的同意程度 0 
Q 5 . 請 問 在 未 來 的 五 年 裡 ， 下 列 各 項 目 標 對 你 有 多 重 要 ？ 
_ -
常 沒 非 
不 不 有 常 
重 重 意 重 重 
要 要 見 要 要 
T 儲 蓄 一 筆 款 項 一 1 2 3 4 5 
2. 建立個人業務 1 2 3 4 5 
3. 繼續進修 1 2 3 4 5 
4 . 建立新家庭 1 2 3 4 5 
5. 為子女的將來儲蓄 1 2 3 4 5 
6 . 構置物業 1 2 3 4 5 
7 . 購置車辆 1 2 3 4 5 
8 . 計劃退休生活 1 2 3 4 5 
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Q 6 . 對 於 投 資 理 財 ， 你 的 態 度 比 較 傾 向 
保 守 I 1 I 2 I 3 I 4 I 5 丨進取 
Q 7 . 請 問 你 每 個 月 在 娱 樂 消 閒 方 面 的 • 大 概 佔 收 入 的 百 分 之 幾 ？ 
0 % I 1 0 % I 2 0 % I 3 0 % I 4 0 % I 5 0 % | 6 0 % | 7 0 % | 8 0 % | 9 0 % | 1 0 0 % 
Q 8 . 請 問 你 每 個 月 的 • 大 概 佔 收 入 的 百 分 之 幾 ？ 
0% I 1 0 % I 2 0 % I 3 0 % I 4 0 % I 5 0 % 丨 6 0 % 丨 7 0 % 丨 8 0 % | 9 0 % | 1 0 0 % 
Q 9 . 請 問 你 除 了 強 制 性 公 積 金 ( M P F ) 外 ’ 每 個 月 用 作 投 資 的 金 額 大 概 是 多 少 ？ 
1 沒有投資習慣 
2 $1，000或以下 
3 $ 1 , 0 0 1 - $ 1 0 , 0 0 0 
4 $10,001 - $20,000 
5 $ 2 0 , 0 0 1 - $ 3 0 , 0 0 0 
6 $ 3 0 , 0 0 1 - $ 4 0 , 0 0 0 
7 $ 4 0 , 0 0 1 - $ 5 0 , 0 0 0 
8 $ 5 0 , 0 0 1 或 以 上 




1 . 你的性別是： i 男 2 女 
2 . 你 的 婚 姻 狀 况 是 ： J ^ 未 婚 2 已 婚 
3 離 婚 i 喪 偶 
3 . 子 女 數 目 ： 丄沒有子女 兰1-2 
3 3 - 4 4 5 個 或 以 上 
4 . 你 的 教 育 程 度 是 ： 丄 未 受 教 育 / 幼 稚 園 2 小 學 
i 中 學 i 大 專 或 以 上 
5 . 你 的 年 齡 是 ： 1 2 0 或 以 下 2 21 - 30 3 31 - 40 
4 41 - 50 5 5 1 或 以 上 
6 .你的職業是： i 文 職 人 員 
2 經理及行政人員 
3 藍 領 
4 服 務 工 作 或 售 貨 員 
5 專 業 人 員 
6 家庭主婦 






7 . 你 的 每 月 收 入 為 ： i $ 5 , 0 0 0 或 以 下 名$5,001 - $10，000 
3 $ 1 0 , 0 0 1 - $ 1 5 , 0 0 0 4 $ 1 5 , 0 0 1 - $20 , 000 
5 $ 2 0 , 0 0 1 - $25 , 000 6 $ 2 5 , 0 0 1 - $30 , 000 
7 $ 3 0 , 0 0 1 - $35，000 8 $ 3 5 , 0 0 1 或以上 
全卷完•多謝合作 
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Appendix II: English Translation of Questionnaire 
Session I 
The following questions ask about your satisfaction with your major bank ("The bank"). Please 
indicate your agreement with the sentence according to your past six-month experience with the 
services provided by your major bank. 
Q l . How satisfy are you with the service provided by major bank ("The bank") ？ 
(The higher agreement with the statement, the higher satisfaction you have) 
00 
o ^ 
^ 2 ^ > O 
a q S > 
CD O) 
1. The bank has large branch network 1 2 3 4 5 
2. The bank has universal banking profile 1 2 3 4 5 
3. The bank has high credibility 1 2 3 4 5 
4 The bank respects for the privacy of my personal and transactional 1 2 3 4 5 
‘ information -
5. General speaking, you are satisfy with the corporate image of the bank 1 2 3 4 5 
6. The bank has a wide product variety 1 2 3 4 5 
7. The bank's product is flexible to cover personal needs 1 2 3 4 5 
8. The bank's product is unique 1 2 3 4 5 
9. General speaking, you are satisfy with the innovativeness of the bank 1 2 3 4 5 
10. The staff of the bank is courteous 1 2 3 4 5 
11. The staff of the bank has rich product knowledge 1 2 3 4 5 
12. The service of staff is accurate 1 2 3 4 5 
13. The service of staff is prompt 1 2 3 4 5 
14. General speaking, you are satisfy with the staff service of the bank 1 2 3 4 5 
15. The interest on loans is lower in my bank when compare with others 1 2 3 4 5 
16. Commission charged in my bank is reasonable when compare with others 1 2 3 4 5 
17. Interest on deposits is higher in my bank when compare with others 1 2 3 4 5 
18. General speaking, you are satisfy with the pricing of the bank 1 2 3 4 5 
19. The location of branches is convenient 1 2 3 4 5 
20. The hours of operation is long enough 1 2 3 4 5 
21. The presence of ATMs is sufficient 1 2 3 4 5 
22. The telephone banking is easy to use 1 2 3 4 5 
23. I can use the bank service without a long waiting time 
24. General speaking, you are satisfy with the convenience of the bank 1 2 3 4 5 
Service Quality and Behavioral Consequences 55 
C/3 
I ^ 
ca 2 ^ > § 
^ S S eg eg 
CO a> 
25. My bank will inform me when a new product launches 1 2 3 4 5 
26. My bank will inform me when there is a change in banking policy 1 2 3 4 5 
I will get a prompt reply from my bank when I check with product/service . ^ ^ . ^ 
inrormation 
28. The bank statement is easy to understand 1 2 3 4 5 
29. General speaking, you are satisfy with the communication of the bank 1 2 3 4 5 
Session II 
The following questions ask about your practices of bank services usage. Please indicate your 
practices according to your past six-month experience with the services provided by your major bank. 
Q2. How frequent do you use the following channels of your major bank in the past six-month time? 
Rarely Sometimes Often Always 
ever (At most once a (At most once a (At least two (At least once a 
year) month) times a month) week) 
1 Branch Service 1 2 3 4 5 
2 Wealth Management 1 2 3 4 5 
Center 
3 ATM 1 2 3 4 5 
4 Phone banking 1 2 3 4 5 
5 Mobile banking 1 2 3 4 5 
6 E-banking 1 2 3 4 5 
Q3. Have you ever used the following products provided by your major bank? 
(Can choose more than 1 option.) 
I Saving Account 2 All-in-One Account 
3 Privilege Account 4 Foreign Currency Account 
5 Personal Loan 6 Share Transaction 
7 Unit Trust Transaction 8 Mortage 
9 Insurance 10 Credit Card 
II Hire purchase 12 Others 
Service Quality and Behavioral Consequences 5 6 
Q4. From your past six-month experiences, how likely will you have the following behaviors with 
your major bank ("the bank")? 
(The higher agreement with the statement, the more likely you will have that behavior) 
GO 
0 ^ 
1 5 ? > I 
^ p c erg crq 
CD 0) 
J I will take some of my business to a competitor that offers more attractive 1 2 3 4 5 
‘ prices. 
2. I will do more business with "the bank" in the next few years 1 2 3 4 5 
3 I will complain to other consumers if you experience a problem with "the 1 2 3 4 5 
• bank's" service. 
4. I will say positive things about "the bank" to other people. 1 2 3 4 5 
5. I will encourage friends and relatives to do business with "The bank". 1 2 3 4 5 
6 I will pay a higher price than competitors charge for the benefits I currently ^ ^ 3 4 5 
• receive from "the bank". 
7 I will complain to "the bank's" employees if I experience a problem with 1 2 3 4 5 
‘ "the bank's" service. 
8. I will do less business with "the bank" in the next few years. 1 2 3 4 5 
g I will complain to external agencies, such as the Better Business Bureau, if I 1 2 3 4 5 
. experience a problem with "the bank's" service 
10. I will continue to do a competitor that offers more attractive prices. 1 2 3 4 5 
11. I will recommend "the bank" to someone who seeks your advice. 1 2 3 4 5 
12. I will consider "the bank" your first choice in banking services. 1 2 3 4 5 
I will switch to a competitor if I experience a problem with "the bank's" 1 2 3 4 5 
‘ s e r v i c e . 
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Session III 
The following questions ask about your financial preference. Please indicate your preference 
according to your past six-month experience. 
Q5. For the following goals, how important are they do you think in the next five years? 
多 < 
C :z； 3 
Goals 3. I S ^ g^  
B o n 'P. ^ 
^ ^ P o 
O CO 3 S I — 昼 § -
r-f 
1 • Save a large amount of money 
2. Develop own business 
3. Grow wealth for further study 
4. Grow wealth to develop a family 
5. Grow wealth for children 
6- Invest to a new apartment 
7. Grow wealth to buy a new car 
8. Retirement Plan 
Q6. Do you think you are 
Risk adverse | 1 | 2 丨 3 I 3 丨 4 丨 Risk taking 
Q7. What are the percentages that you spend on entertainment account for your monthly income? 
_ _ Q % I 1 0 % I 2 0 % I 3 0 % I 4 0 % I 5 0 % I 6 0 % | 7 0 % | 8 0 % | 9 0 % | 
Q8. What are the percentages of your saving account for your monthly income? 
_ Q % 1 1 0 % I 2 0 % I 3 0 % I 4 0 % I 5 0 % I 6 0 % 丨 7 0 % | 8 0 % 丨 9 0 % | 1 0 0 % 
Q9. Apart from MPF, how much do you spend on any kind of investment each month? 
1 None 
2 $!，000 or below 
3 $1,001-$10,000 
4 $10,001 -$20,000 
5 $20,001 - $30,000 
6 $30,001 - $40,000 
7 $40,001 - $50,000 
8 $50,001 or above 
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Session IV 
The following questions ask about your personal information. All the information will be kept 
confidential, and will NOT be reported in individual format. 
1. Sex 
1 Male 2 Female 
2. Marital Status 
1 Single 2 Married 
3 Devoiced 4 Widow/Widower 
3. No. of children 
1 None 2 1-2 
3 3_4 4 5 or above 
4. Education Level 
1 Kindergarten or below 2 Primary 
3 Secondary 4 Tertiary or above 
5. Age 
1 20 or below 2 2 1 - 3 0 
3 31 - 4 0 4 4 1 - 5 0 
5 51 or above 
6. Occupation 
I White collar/Clerk 2 Manager/Executive 
3 Blue Collar 4 Customer Service/Sales 
5 Professional 6 Housewife 
7 Self-employed 8 Student 
9 Non-Skillful Worker 10 Retired 
II Unemployed 12 Other: 
7. Monthly Income 
1 White collar/Clerk 2 Manager/Executive 
3 Blue Collar 4 Customer Service/Sales 
5 Professional 6 Housewife 
7 Self-employed 8 Student 
The end of questionnaire 
Thank you for your cooperation 
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